INTRODUCTION
Most studies of consumer behaviour in sports focus on gate attendance in the context of club competitions within leagues (see e.g. Borland and MacDonald, 2003 , for an excellent survey).
More recently, some studies have discovered TV consumers and their behaviour as a topic of scientific interest (e.g. Kuypers, 1996; Forrest, Simmons and Buraimo, 2005; Alavy, Gaskell, Leach and Szymanski, 2006) . In general these studies follow the common pattern of gate attendance research assuming identical consumer preferences and conjecturing that the demand for televised sports games will increase not only with the absolute playing ability of the participating teams but also with the relative evenness of the competition. The latter assumption is based on a prominent proposition called the uncertainty-of-outcome-hypothesis (Rottenberg, 1956 ) which stipulates that consumers will positively value the suspense generated by more even competition. In addition to these two prominent variables of product quality every study includes a rich set of different factors that may affect TV demand in the specific context of inquiry. Unsurprisingly, the existing studies of TV audience in sports conducted so far largely ignore the influence of patriotism. The possibility that TV audience is influenced by patriotism only becomes important in the context of national team games. Two of the world's most popular national team tournaments are the FIFA World Cup and the UEFA European Football Championship. The media coverage of these contests is remarkable: During the 2006 World Cup event, for example, 73'072 hours of dedicated programming were broadcast to 214 different countries and 26.29 billion estimated TV viewers (FIFA, 2007) . Given that no league games are able to sustain comparable TV ratings, these big soccer events seem to appeal beyond the circle of regular soccer fans. A newly attained love for the game of soccer seems implausible as an explanation for this phenomenon. A more likely explanation lies in feelings of patriotism and national pride which may be mobilized on a large scale during these events (Markovits and Hellerman, 2001) . Presumably, everybody still remembers scenes and pictures of the last FIFA World Cup 2006 in Germany, where the qualified nations experienced remarkable increases of patriotism and nationalistic fervour when they succeeded to be promoted to the next stage of the tournament. On the other hand, the early exit of prominent national teams almost caused a national crisis and severely reduced the TV ratings in the corresponding countries. The French channel TF1, for example, lost estimated €18 million due to early disqualification of the French national team at the World Cup 2002 (Desbordes, 2006) .
Despite the intuitive importance of patriotism in this context, the empirical literature about consumer behaviour in sports has not dealt with the phenomenon so far due to its focus on club competitions within leagues.
1 This paper aims to fill the gap by investigating demand and the special role of patriotism in the case of televised national team games. Based on both an economic and a socio-psychological explanation of why patriotism may be a strong driving force for consumption activities at national team competitions, we conjecture that the preference of a potential spectator to watch a specific game of the FIFA World Cup or the UEFA European Football Championship is (to a large extent) shaped by his or her citizenship.
In line with the existing literature on consumer demand in sports we also assume that the absolute playing strength of the opponents and their competitive balance have a positive impact on TV audience.
Our hypotheses about the determinants of demand for televised national team games are tested using the Swiss TV ratings of four major soccer tournaments: the European Football outcome uncertainty is irrelevant.
The remainder of this paper is structured as follows: After motivating our hypotheses, we will explain the variables and methods used in our empirical framework and finally, we will present the results and discuss potential policy implications.
II TV AUDIENCE OF NATIONAL TEAM GAMES
Whereas gate attendance is restricted by stadium capacity, TV demand is practically unrestricted due to the scale effects of the underlying technology. "Desired" and effective attendance is therefore identical in the case of TV audience. For obvious reasons, factors like admission prices, travel costs or income effects that matter in the case of stadium demand are less relevant for the decision to consume televised games. In sum, these conditions make it easier to reliably measure consumer behaviour in the case of TV demand (Forrest et al., 2005) .
The predictions of standard consumer theory are straightforward. A representative consumer chooses a consumption bundle that maximizes utility subject to a budget constraint. The choice of the consumption bundle incorporates decisions on the kind and quantity of national team games to be watched on TV as well as on all other goods and services. Considering the budget constraint, consumers face a fundamental trade-off. The opportunity cost of consuming more of one good or service is the reduction in the quantity of other goods and services that may be consumed. It is obvious that the higher the utility of watching national team games on TV, the more viewers will switch-on holding everything else constant. Borland and MacDonald (2003) describe two main sources the fans may derive utility from:
The quality of the contest and the identification with a team in the sporting contest. The quality aspect refers to both the absolute playing strength and the competitive balance of the competing teams. In the context of national team games the most likely form of identification is the affiliation of consumers to the team representing their nation at the tournament. This identification is reflected by the degree of patriotism. In the following two sections, we shall try to illustrate and motivate the concepts of (absolute) game quality, competitive balance and patriotism as determinants of the TV ratings.
Game Quality Rottenberg (2000, p. 11 ) defined the quality of a game as follows: "The quality of the game is higher, the more grace and skill with which it is produced, the larger the number of instances of extraordinary physical achievement that appears in it, and the more uncertain its outcome". 2 High quality soccer games involve much brilliance, spectacle, fighting, emotions and a lot of fast ballgames and goal chances. Other facets like aesthetics and elegance may be very important for example in gymnastics or figure skating but less so in soccer. Madrigal (1995, p. 206) argues that "sporting events represent a hedonic experience in which the event itself elicits a sense of drama". It is common to use the term playing strength in order to describe the ability of a team to produce "instances of extraordinary physical achievement" as well as the other aspects of quality described above.
Competitive Balance
Since a game is a product of at least two teams, not only the absolute playing strengths of the teams but also the inter-team comparison are likely to affect fan interest. The uncertainty-ofoutcome hypothesis (Rottenberg, 1956; Neale, 1964) postulates that fan interest increases through even and therefore unpredictable contests. Despite the fact that the empirical evidence of the benefits of competitive balance is far from unambiguous (see the reviews of Szymanski, 2003a, or Borland and MacDonald, 2003) , the uncertainty-of-outcome-hypothesis still enjoys highest prominence in sports economics.
Patriotism
The phenomenon that fans tend to form attachments to particular teams, which they often support almost regardless of the quality of the game, is well known from league football and from other team sports as well (Szymanski, 2003b) . However, compared to club games in league football, national team games provide an additional source of consumer identification:
the attachment to the own nation represented by the team. Patriotism concerns "an affective attachment towards the in-group implying feelings of belongingness, responsibility and pride" (Mummendey, Klink and Brown, 2001, p. 160) . Since soccer is the world's most widely performed team sport played by more nations than are represented in the United Nations, the options to form patriotic attachments are more manifold than in any other sport. The choreography of the World Cup games additionally intensifies patriotic feelings for example by playing the national anthem before each game (Bogdanov, 2005) . A Korean anthropologist considered the high national enthusiasm during the World Cup 2002 in South Korea as "at heart, a strong 'nationalistic' phenomenon" (Cho Han, 2004, p. 21) .
Economics and social psychology provide different rationales of why patriotism may strongly determine consumption activities regarding national team games. In the following we use the term "patriotic consumer behaviour" to describe the preference of watching games of the team representing the own political nation instead of watching just any other game.
Economic Explanation of Patriotic Consumer Behaviour
Economists use the construct of rational individuals who engage in maximizing behaviour even when it comes to such seemingly irrational activities as love, crime, war, religion or in our case patriotism. Several Nobel Prizes (first and foremost the one of Gary Becker in 1992) indicate that economics has successfully expanded to topics that go beyond the classical scope of issues (see Lazear, 2000) .
The economic explanation of patriotic consumer behaviour is based on one general premise:
Watching soccer is habit forming, which means that an individual's current preference depends on his or her past consumption activities. Most economists agree that past consumption activities often are an important determinant of present consumption patterns (see e.g. Pollak, 1970; Stigler and Becker, 1977; Spinnewyn, 1981; Becker and Murphy, 1988) . Stigler and Becker (1977) use music as an example of how past consumption activities lead to beneficial addiction through an accumulation of the so-called "consumption capital".
By having exposed themselves to music in the past, consumers have gained inside knowledge that enables them to derive more pleasure from listening to the same music in the present. Stigler and Becker (1977) themselves referred to Marshall (1923) who had written: "(…) the more good music a man hears, the stronger is his taste for it likely to become." 3 Applied to soccer this means that the marginal utility of watching a soccer game increases with the knowledge about the teams on the pitch. Therefore, given a certain budget constraint consumers will not diversify indefinitely either across activities, or across individuals or teams within a given activity, but will specialize in their consumption patterns. Apparently, consumption capital helps to explain persistent fan loyalty; however, it does not help to answer the question who will concentrate on which team. Adler (1985) provided an extension of the original Stigler/Becker-framework by adding the element of accumulating consumption capital through discussion. Thus, team specific consumption capital may not only be increased through past consumption activities, but also by discussing the team's performance with other fans who know about it. However, such communication is costly. It involves searching costs to find other competent discussants as well as language transaction costs. In his paper Adler (1985) only considers the first aspect.
Hence, he argues that fans tend to patronize the most famous team because the searching costs to find like-minded fans will be minimal as a consequence. The concept of language transaction costs introduced by Lang (1986) and expanded by Lazear (1999) formed based on ethnical affiliations having the same language and culture. Nationalsdefined as the majority group in a society -typically minimize both the searching and the language transaction costs by supporting the national team of the country they are living in.
Regarding the minority groups of immigrants, however, the decision which national team they should support is more complex, which will be discussed in the following. 
Assuming that both teams ( and ) provide equal game quality, we do not include any playing talent or quality measures in the model. Thus, game quality does not affect the influence of patriotism. 
Since consumption capital increases utility, ij X is a positive argument in the utility function
). Searching costs decrease the utility by reducing the available time units consumers can devote themselves to the consumption of national team games. The utility function of watching games of team is analogous:
Due to the specific initial endowments of consumption capital we derive from equations 3 and 4 that the members of the majority group will all support "their" team . In doing so, they do not only have a higher utility because of the higher consumption capital, but they also Regarding this procedure see Crain and Tollison (2002) .
9 Crain and Tollison (2002) illustrate that in a dynamic analysis the consumption horizon also affects this decision. Given that consumers live periods and revise their consumption decisions in each period, younger people (with a higher ) from the minority group have stronger incentives to switch to the more popular national team and abandon team than elderly people. Unfortunately, we do not know the age distribution of the nationalities living in Switzerland. Hence, we are not able to implement a dynamic perspective. 
Equation 5 shows that the time required for assimilation additionally reduces the available time units a consumer is able to support the national team. Thus, we conclude that the decision whether an immigrant from the minority group Within the economic framework, patriotic behaviour is the result of rational choice. Since consumption capital is irreversible and not transferable, it creates lock-in-effects and significant switching costs. Language transaction costs additionally foster fan segregation along the ethnical boundaries. Thus, we conclude that foreign immigrants tend to support the national team of their native country, because in doing so they economize on the language transaction costs. As a consequence they are able to derive the maximal net pleasure from watching and discussing the games.
Socio-Psychological Explanation of Patriotic Consumer Behaviour
It is a core assumption of Social Identity Theory (see e.g. Tajfel and Turner, 1985) that people like to think positively about themselves and the groups to which they belong. Individuals classify themselves into various social categories in order to facilitate self-definition and selfesteem within their own social groups. According to Tajfel (1978, p. 63) social identity is "… part of an individual's self-concept which derives from his knowledge of his membership in a social group (or groups) together with the value and emotional significance attached to that membership." Obviously, national belonging is one of the group memberships that may contribute to the (social) identity of a person. It is automatically assigned by ancestry. Under certain conditions a person may change her political citizenship. The native origin, however, is not changeable.
Benedict Anderson (1983) introduced the notion of "imagined communities" to explain the strong sociological bond to the native country. Despite the fact that even members of small nations are never able to cultivate face-to-face contacts with all fellow members, Anderson (1983, p. 14) notes that national belonging can arouse "deep attachments". Nations are primarily linked by common identities and less by networks of direct interpersonal relationships. "[The nation] is imagined as a community, because, regardless of the actual inequality and exploitation that may prevail in each, the nation is always conceived as a deep, horizontal comradeship" (Anderson, 1983, p. 7, emphasis in original) . Belonging to a nation provides "a powerful means of defining and locating individual selves in the world through the prism of the collective personality and its distinctive culture" (Smith, 1991, p. 17) .
Individuals are likely to display stronger identification with groups (or in our case with nations) if the distinctiveness of the group's values and the salience of out-groups are high, as Ashforth and Mael (1989) have shown. During international sports competitions the group lines are typically drawn more sharply and both the distinctiveness of the in-group and the salience of the out-group increase. During international big events the otherwise only "imagined" community becomes manifest. 
III ECONOMETRIC FRAMEWORK

Explanatory Variables
We have three main categories of explanatory variables: absolute and relative game quality indicators and a measure of patriotism. In association football quality measures are typically hard to find. The quality of the game is not only determined by the players' talent but also by the cooperation and interaction in the team. We need, therefore, a measure that reflects the absolute playing strength of the national team as a whole. An index which is often used as an estimate of playing strength is the FIFA world ranking of the respective team. The scores of the FIFA world ranking are calculated from all international matches (including friendly games) on a monthly basis. 11 Points are awarded on the basis of the games' results, goals scored, strength of the opponents, importance and venues of the games (Hoffmann, Ging and Ramasamy, 2002) . The FIFA ranking is not beyond controversy. Stefani (1997, p. 635) for example criticizes that "a friendly (often a pick-up exhibition used for player development) counts two-thirds as much as does a World Cup final played before a worldwide TV audience". Nevertheless, the FIFA ranking is considered as one of the best available data sources. It is often used in the literature to proxy the playing strength of a national team (see e.g. Hoffmann et al., 2002; Torgler, 2004; Macmillian and Smith, 2007) . We assume that the higher the combined FIFA scores of the two teams in a match are, the higher the quality of the game expected by potential consumers will be. Higher expected game quality positively influences the TV ratings.
In the last 17 World Cups from 1930 until 2002 only 24 national teams ever reached the semifinals and only seven nations ever won the World Cup (see Table 1 ). and the European Championship scores (ECSCORES) also incorporate the fact that some teams are said to be typical tournament teams, which means that during the contest they are somehow able to release formerly unknown strength and motivation beyond their normal playing ability. Thus, we use the sum of the teams' WCSCORES and ECSCORES as second game quality proxy.
[Insert Table 1] 12 A third-place play-off is only organized at the World Cup. Regarding the European Championship, we assign at least two points for all teams participating in a semifinal.
According to the uncertainty-of-outcome-hypothesis (Rottenberg, 1956 ), higher competitive balance translates into greater excitement and increases TV audience. In order to construct an indicator of outcome uncertainty, we rely on fixed betting odds provided by Oddset. Thomas (1988, 1992) 
where denotes the winning probabilities of the two opposing teams.
The higher the value of equation (6), the higher is the expected outcome uncertainty.
14 Since patriotism denotes positive and supportive attitudes towards the homeland, it is typically hard to quantify. Instead of collecting information on different intensity levels of patriotism, we simply assume that each individual has a similar minimal level of patriotic feeling, which we expect to be a motivation strong enough to switch-on when the "own" 14 Since Oddset is a German betting company, the posted fixed odds regarding the German national team competitions possibly overstate the winning probability of the German national team and understate the winning probability of the opposite team. The profit maximizing bookmaker takes into account that the majority of German bettors are unlikely to bet against "their" team. 15 We are grateful to Michael Moser from the Federal Office for Migration for providing this data.
in mind that the Swiss citizenship cannot be obtained unless the candidate has been a permanent resident for quite a long period of time, 16 is able to fluently speak one of the national languages and shows to be integrated into the Swiss habits, costumes and traditions, we assume that having the Swiss passport is a distinctive feature reflecting positive attitudes, including patriotic feelings, towards Switzerland. We furthermore assume that for those immigrants who successfully applied for Swiss citizenship searching costs economies to find other Swiss fans dominate over the path dependencies of former consumption patterns.
17
Given the specifity of consumption capital and the often considerable language transaction costs, we additionally assume that foreigners will be sticking to the national team representing their nation of origin even having lived abroad for years. Therefore, we postulate that the higher the number of foreign residents in Switzerland, the higher the TV ratings of the corresponding national team performances become.
To eliminate alternative explanations we also control for several characteristics of the game.
We expect that games scheduled on weekends will have comparatively higher and games scheduled before 6pm (AFTERNOON) lower TV ratings due to different opportunity costs.
18
Some of the last games of the group stage in a tournament are played simultaneously. Since in professional sports consumers typically prefer watching "live" performances to video replays (Lucifora and Simmons, 2003, p . 37), we included a dummy for all simultaneously played games which did not receive a live TV coverage by any of the 17 different TV channels in our sample. 19 The knockout games are assumed to be more exciting than games in the group phase. Thus, we use dummies for the last sixteen (regarding the World Cups), the quarter finals, the semifinals and the final.
20
Descriptive Statistics
The Of course, the broadcaster's allocation of the live TV coverage is not exogenous. It is rather likely that aspects of quality or patriotism influence this decision. However, a probit or logit estimation does not indicate a statistically significant systematic impact of game quality and patriotism on the probability of receiving live TV coverage. 20 We also experimented with a dummy regarding all games in the group-phase of the tournaments that were no longer momentous for at least one team (because it was already qualified for the next stage or disqualified 
Results
Since outliers can have an overwhelming influence on the regression results especially with small data sets, the variables were checked for outliers running a Grubbs test (Grubbs, 1969) for outlier detection. 21 Outlying observations may highly affect the OLS estimates by 21 We used the code by Couderc (2007) (Davidson and MacKinnon, 1981) . A second strategy would be to choose an estimation method which is resilient to outlying observation like the least absolute deviations (LAD) approach. LAD minimizes the sum of absolute deviations of the residuals on the conditional median, rather than the conditional mean. And since the median is not affected by changes in extreme observations, the estimates of LAD react insensitively to outliers. But a major drawback of this procedure is, given our small simple size, the fact that the "robust" estimators are less efficient than OLS. Second, they require that the conditional distribution of the dependent variable is symmetric, whereas OLS produces unbiased and consistent estimators of the parameters in the conditional mean whether or not the error distribution is symmetric (Wooldridge, 2003) . Thirdly, outliers may be dropped. However, this is not unproblematic because sometimes outliers provide information that other data points cannot due to the fact that it arises from an unusual combination of circumstances (Draper and Smith, 1998) . Following the last procedure, we therefore report the coefficient results with and without outlying observations and we precisely disclose which games are found to be outliers.
single-case diagnostics are well known to be inadequate in the presence of multiple outliers, because a group of outlying observations can mask each other when testing for a single one (Temple, 2000) .
In a first step we assume that the effect of patriotism on the TV ratings has not changed over the last view years. Thus, we combine all four competitions and simply include three competition dummies that incorporate tournament specific shifts. The variables WCSCORES and ECSCORES are interacted with dummies for World Cup games and European
Championship games, respectively.
[Insert Table 3] The estimates in Table 3 reveal that both game quality and patriotism are strong predictors of TV audience, whereas competitive balance seems to be irrelevant. Teams with high scores in the FIFA world ranking attract significantly more spectators than teams to which lower scores were assigned. In addition, the decision to watch a game seems to be largely driven by the national affiliation. The number of foreign residents living in Switzerland is strongly associated with the TV audience of games in which the corresponding national teams are playing. 22 The size and the statistical significance of the game quality and patriotism variables are highly influenced by a few outlying observations. The coefficient of PATRIOTISM more than triples and the coefficients of WCSCORES and ECSCORES are no longer significant if we drop the outliers. The impact of PATRIOTISM in the model to the right is largely driven by the "outlying" games of the Swiss national team which had an average TV audience of two millions and a sum of the corresponding population groups of almost six millions. The average TV ratings of all other games are 0.6 million with an average PATRIOTISM measure 22 In order to control for potential systematic gender differences between the nationalities, which may bias the impact of patriotism, we also estimated the results using the males only. However, the results do not change except, of course, for PATRIOTISM whose coefficients duplicate with 2.06 in the model of all games and with 1.79 without outliers. The difference in the modification reflects the fact that the percentage of males in the foreign population is higher than in the Swiss population. Table 4 presents both the estimates with and without outlying observations. 23 We preferred splitting the sample into subgroups to using interaction terms of the game quality and patriotism variables because not only the impact of the variables of interest but also the coefficients of various controls are expected to change. However, estimation results using interaction terms are available from the authors on request.
24 See Tabachnick and Fidell (2001) regarding this estimation strategy. 25 The Italians are the greatest foreign population group in Switzerland.
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Robustness Analysis
In this section we examine the robustness of our results in a twofold way: First, we analyse three sub-samples with varying foreigner compositions and second, we allow for the possibility that people might have supportive attitudes to more than just one country.
Switzerland has four official languages: German (64%) in the north and centre; French (20.4%) in the west; Italian (6.5%) in the south; and Romansh (0.5%) that is spoken locally by a small minority in the south-eastern region. This peculiarity of Switzerland as a multilingual and multicultural country helps us to investigate the influence of patriotism on the TV ratings in more detail. We are fortunate to have both the TV ratings and the data of the different immigrant groups separately for the main three language areas of Switzerland.
[Insert Figure 2] The density of particular foreigner groups in a certain region is highly affected by the spoken Of course, this does not yet prove that patriotism alone drives this result. We have to especially address the possibility that the demand of the "big three" European national teams might be driven by reduced language transaction costs in the corresponding regions (see the subsequent section in this paper). However, the apparent relationship between the population shares and the relative TV ratings does not disappear if we control for game quality, competitive balance and other game specific characteristics. Table 5 displays separate estimates regarding the three language areas. 26 The influence of patriotism thereby shows high robustness.
[Insert Table 5 26 Outliers are identical in all three models and the same as in Table 3 .
In the following we investigate the eventuality that individuals (mainly the Swiss) living in a specific language area of Switzerland might have a special affection for the neighbouring national teams regardless of their political citizenship. Apart from their first-order attachment to the Swiss nation, the Italian and French speaking minorities as well as the German speaking majority could possibly feel emotional about the Italian, French or German national team, respectively, due to the same lingual and a similar cultural background which lowers the language transaction costs. 27 Hence, we include a dummy for all games of the German national team (GERMANY), the French national team (FRANCE) and the Italian team (ITALY).
[Insert Table 6] As Table 6 shows, people living in the German, French or Italian speaking regions exhibit no special interest for the German, the French or the Italian team, respectively, once outlying variables are eliminated. It seems that the second-order lingual or cultural similarities do not additionally help to explain the TV audience figures of national team games. Even in a multilingual and multicultural country like Switzerland it is rather the first-order attachment according to the political citizenship which defines whether someone is going to watch a national team competition or not.
IV CONCLUSIONS
The presented study investigates the determinants of TV audience at four major international We know from demand studies in club football that gate attendance is positively related to a team's market -typically approximated by the metropolitan statistical area (e.g. Falter and Pérignon, 2000; Schmidt and Berri, 2001; Forrest, Simmons and Feehan, 2002; Borland and MacDonald, 2003; Simmons, Buraimo and Forrest, 2007) . Our results indicate that regarding TV audience of national team competitions the relevant market is no longer geographically but nationally segmented. Patriotism plays a crucial role in shaping viewing habits.
Immigrants tend to stick to their native country even when living abroad. From an economic standpoint the strong national differences in consumer behaviour may be explained by historical path dependencies of a habit forming activity, which creates lock-in effects and significant switching costs. From a sociological perspective the national team seems to be an important object of social identification that facilitates the important feeling of belongingness and self-esteem. Estimates of TV audience split into the three language areas of Switzerland 
